Abstract
Introduction
Today, the intense competitive environment has presented corporations with the necessity to promote their products or brands to their consumers and to prove that their products are of high quality. In order to be able to realise this, advertisements, which are one of the methods the companies resort to, are designed with the object of persuading the consumers. Therefore, care is taken to get to know the characteristics of the target group of the advertisement and by taking these into consideration, various appeals are made use of in the messages of the advertisement.
In parallel with the compliance of the companies with the current market, the attitude of consumers towards companies and brands has also changed. In the past, consumers were individuals who easily believed in the messages conveyed to them, both by companies and advertisements, and easily accepted whatever was being presented to them, but over time they have become more conscious and critical. 1 As a consequence of the increasing awareness of consumers, it can be observed that a suspicious approach to the claims presented to them in advertisements has developed. This suspicious approach of consumers towards advertisements also causes them to adopt a prejudiced attitude and a state of disbelief, whenever they recognise that the advertisements are being produced to persuade them. The personality traits of individuals can cause differences in the reactions they display towards brand or product selections, or activities presented with promotional purposes. For this reason, this study, which aims at determining the relationship between the scepticism felt towards advertisements and individuals' personality traits and identifying which individuals, with which personality traits, approach advertisements with scepticism, will deal with scepticism towards advertisements within the framework of the five-factor personality theory.
The Concept of Scepticism and Scepticism towards Advertisements
Scepticism, which means suspiciousness, has formed the basis of a philosophical school and was embraced by those researchers who continuously searched for reality in the Hellenistic Roman times. Scepticism, which was the third significant philosophical school of the period, is derived from the Greek word 'skeptikoi'. 2 Scepticism, or suspiciousness, is defined "in general as an attitude where nothing is accepted as it is, everything is filtered through a certain criticism; the understanding which claims that scepticism is mandatory and inevitable prior to reaching a certain truth". 3 According to sceptics, no one can know whether a fact or a view is right or wrong and there is no reason for them to believe in a particular view. Therefore, a person neither accepts nor denies that a view is right or wrong. Sceptics only observe a view; they do not judge it. 4 It can be observed that some individuals view the claims presented by commercials or other methods of persuasion with similar scepticism.
Scepticism against advertisements is defined as the attitude of consumers to the claims made by advertisements with the purpose of informing them 5 , disbelief of the claims made in the advertisements and distrust of their justifications. 6 Advertisements, which are defined as certain efforts of communication aimed at a certain target group within a certain period of time, have functions such as informing, persuading and reminding. Due, in particular, to the increase of competition, it can be seen that some brands stand out among other brands and their efforts to create answers to spe-cific demands increase. 7 Advertisements attempt to develop or change the attitudes and behaviours of consumers by presenting rational arguments and addressing the emotions of consumers in their messages; they create ideas in the consumers related to a brand or a product and prompt them to take action. 8 However, in order for advertisements to be effective for consumers, they need to create trust in them. Trust, in turn, is created when the messages of advertisements are perceived by consumers to be sincere and open. Otherwise, if consumers think that the messages of advertisements are bending the truth, they will result in negative reactions. 9 Scepticism causes a change in the meaning of the messages given in advertisements and consumers are likely to misinterpret their claims. Scepticism prevents consumers from understanding the main theme which the advertisements are attempting to present and makes them believe that the claims of the advertisements are designed to trick them. Therefore, individuals develop negative attitudes towards the products or brands which are advertised. 10 It has been stated that the scepticism of consumers towards advertisements does not only mean scepticism towards the product being marketed or the information in the messages of the advertisement, but also, since it implies a belief that the information presented is not true, a negative prejudice on the part of the consumers. 11 In relation to sales, since scepticism against advertisements is a basic attitude which influences the reaction of consumers to advertisements, it can be observed that scepticism reduces the persuasive effect of advertisements on consumers and plays a significant role in the impact of an advertisement. 12 The more a person is suspicious, the more he critically scrutinises the claims put forward and refuses to accept them at face value. Scrutinising messages in a detailed manner helps people make their buying decisions in a more conscious or intelligent way. 13 It has been demonstrated that consumers who are highly suspicious of advertisements like them less, trust them less and watch them less. It has also been determined that these people prefer advertisements with emotional appeals, rather than advertisements which contain informational messages. Eskişehir, 14-16 June 2006, p.154-164. p.155 It can be seen that, day by day, individuals are becoming more suspicious of the things they read or watch in advertisements. Since they are subject to too many promotions, they have begun to distrust the claims related to the products or brands presented in the advertisements. Therefore, consumers mostly prefer to make a decision based on information they attain from their friends, the experts on the subject or sales representatives, instead of the information presented to them in advertisements. 15 However, since children are small and do not have the knowledge and experience required to understand and evaluate the reasons behind the appeal used by advertisements in order to make their claims convincing, they are more vulnerable to the messages of advertisements. 16 On the other hand, as a consequence of young people interacting with their families, friends, social media and tools such as television, it is observed that they develop suspicious attitudes towards advertisements. In addition, ready access to information related to the market is influential on the evaluation of advertisements by young people and allows them to recognise more of the persuasive tactics used by advertisers. 17 In cases where individuals have information related to the persuasive tactics directed towards them, according to the "persuasion knowledge model", which deals with individuals' reactions towards these persuasive efforts, this information causes a change in their reactions to the persuasion tactics used. In this model, it is stated that there are three types of knowledge which can be accessed. These consist of the consumers, voters, etc., who are defined as the 'target' to which the persuasion efforts are directed; the agencies, sales representatives and other mediators who manage the advertising campaigns and who design and structure the persuasion initiative, defined as the 'agent'; and the third type, defined as the persuasion 'attempt', expresses strategic behaviours, which include the tactics used by mediators, along with the messages incorporated in the presentations, designed to influence the attitudes, behaviour and activities of consumers. 18 While advertisers try to attract attention in order to persuade consumers, tactics such as showing the brand name at the end of the advertisement, or giving place to appeals are used in advertisements. These tactics are used in order to allow those who watch the advertisement to process the messages of the advertisements in their minds. However, an increase in the level of processing of messages in consumers' minds can cause persuasion information to be active and consumers to arrive at inaccurate judgments. 19 People acquire information about persuasion tactics throughout their lives in various ways. Individuals interact with friends, family, colleagues, etc. and acquire information as a result of conversations about how people's emotions and behaviours can be affected, or by observing marketers and other advertising agencies and comments about advertising and marketing tactics used in the media. As a result of this knowledge, which shapes people's understanding of persuasion information, the effects of companies or people who gradually try to influence people's attitudes and behaviour change, along with the reactions of individuals to these persuasion techniques. 21 Since, over time, consumers become more suspicious about the characteristic claims made for brands in advertisements, they begin to wish to experience the brand for themselves and talk over what other consumers feel and think about brands before they make a decision. 22 Today, the fact that consumers are assuming the status of market administrators has caused the previously used marketing methods to begin losing their effect. Consumers reject information, entertainment or marketing activities directed at them when they are not interested. Individuals call for more interest, demand individualised messages and expect more interactivity. People have turned into selective, suspicious and demanding consumers, rather than passive individuals who accept the given message without question. 23 It is observed that advertisers and others who carry out marketing activities present various activities aimed at grabbing the attention of consumers by including them in the promotional activities within an interactive environment, in order to prevent their suspicious approach towards products and advertisements.
For instance, the T-mobile brand has invited individuals to 'Street Gigs', which is the best place for the company to test the latest technology. As another example, Innocent Smoothies, which is a drink brand, has organized an activity called "Fruitstock", which allows consumers to communicate with the brand. 24 In view of these points, it can be stated that the gradually increasing suspicion of consumers is very ferences of Manipulative Intent: The Importance of Balancing Benefits and Investments", Journal of Consumer Psychology, Vol. 4 No.3, 1995,p.225-254. p closely related both to the increase of people's knowledge, experience and scepticism towards advertisements and to the personality traits of individuals.
Five-factor Personality Traits and Scepticism towards Advertisements
Personality is "a type of relationship the individual forms with his inner and exterior environment, which distinguishes him from others and is consistent and structured". 25 According to another definition, personality is unique and permanent thought, emotion and behaviour models which symbolise the harmony of each individual to situations in his life. 26 Personality, which can change (displaying differences according to the individual) in reaction to major events, such as the death of a loved one, separation from a spouse, or achieving progress in a career, but also has the capacity to be consistent and permanent, is defined as the inner psychological characteristics which determine how the individual treats his environment and reflects these. Personality allows consumers to be classified into different groups in accordance with their specific characteristics. 27 Personality traits are individual difference variables 28 and are characteristics which distinguish individuals in a permanent and consistent manner from others. 29 In relation to defining personality and its measurement, there are numerous different studies and views in literature. However, due to the differing views of the researchers, a great number of scales and personality evaluations and have emerged, while scales of the same name measuring completely different concepts, or scales with different names measuring very similar concepts have caused an even greater problem. Therefore, the researchers needed a certain typology in terms of personality. The development of such a typology would allow researchers to determine certain factors related to personality traits and analyse these traits within these factors, instead of analysing a great number of separate traits related to personality. 30 As a result of long studies, an agreement has been reached on a typology which embodies five factors relating to personality traits under the name "Big Five" (big five trait taxonomy). 31 Lewis R. Goldberg, "An alternative description of personality: The big-five ve factor stru-of the factors within this typology, even though some researchers have different views, in general, more consensus has been reached on this model compared to other models related to personality traits. 32 However, although consensus has been reached on the factors, a consensus on the expressions within these factors has not been reached. It can be seen that the number of expressions under these five factors display differences in different studies. 33 For instance, these five factors involve 60 expressions in Costa & McCrae's (1992) 34 NEO-FFI personality inventory; 30 expressions in Costa & McCrae's (1995) 35 NEO-PI-R inventory; 45 bipolar expressions in Hofstee et al.'s (1992) It can be seen that the five-factor personality model, which has been developed as a result of the analysis of adjectives used by individuals to define themselves and others, 39 has significant implications in the area of psychology. It shows that personality provides a significant typology which displays individual differences with five dimensions that are very independent of each other. In addition, since a generally accepted typology consists of standard vocabulary and terminology, it facilitates the collection of empirical findings and the formation of communication because of its cture", Journal of Personality and Social Psychology, Vol.59 No.6, 1990 , p.1216 -1229 Lewis R. Goldberg, "A broad-bandwidth, public-domain, personality inventory measuring the lower-level facets of several five-factor models", Personality Psychology in Europe, Vol. 7, 1999, p. 7-28 John, New York, Guilford Press, 1999, p.102-138 common terminology. 40 Personality has been classified in accordance with the generally accepted five-personality typology as: openness to experience, conscientiousness, extraversion, agreeableness and neuroticism. 41 The dimensions in typology have been obtained through natural and linguistic expressions used by individuals to define themselves and others, rather than being a reflection of a specific theoretical point of view. This typology, which has been named "The Big Five" (big five trait taxonomy), has not taken the place of many studies carried out previously in relation to personality traits and changed them; it has unified different and various systems related to the definition of personality under one roof. 42 Openness to experience: This factor is the least agreed on factor by the researchers and has been defined as intelligence by some researchers, as culture by others and as openness to experiences by yet others. 43 People whose openness to experience dimension is high are defined as people who look for variety, novelty, and change, 44 as intellectual, imaginative and independent-minded, 45 as giving importance to inner feelings and emotions and as inquisitive. 46 Conscientiousness: People with a high conscientiousness dimension are defined as dutiful, achievement orientated, ordered, forward-planning, not giving up easily when they encounter hardships, self-disciplined, paying attention to detail. 
Neuroticism (Emotional Stability):
People with a high neuroticism dimension are defined as having negative characteristics, such as being anxious, self-conscious, vulnerable and experiencing anger, hostility and pessimistic attitudes. 50 These different personality traits can have a substantial effect on the choices people make: their selection of products and brands; the reactions they have to activities which companies carry out with the purpose of promotion; when, where and how they consume goods or services. 51 Because of the effect that personality traits have on activities carried out with the purpose of promotion, it can be said that individuals with different personality traits have different reactions to advertisements, which are one type of promotion activity. Therefore, it can be stated that individuals with different personality traits can display differences with regard to their belief in the claims presented in advertisements and also with regard to their suspicious approach towards advertisements.
Scepticism towards advertisements creates a general belief about them. Therefore, it must also be a factor when creating an attitude towards the market, for instance, in the approach to advertisement and marketing. Since consumers who feel scepticism towards advertisements have a tendency not to like them, they also have a tendency to dislike the marketing activities. Thus, the personality and life experiences, thoughts and attitudes of consumers about the market shape the general opinion they hold about advertisements. Besides consumer experiences, personality traits, such as age, education, cynicism and confidence, also have an effect on scepticism towards advertisements. 52 When the literature relating to scepticism towards advertisements is analysed, it can be seen that there are certain studies which analyse the relationship between scepticism towards advertisements and factors such as the personality traits, demographic characteristics, age, education, etc. of the consumers. For instance, Obermiller and Spangenberg, in their study dated 2000 53 , have analysed how scepticism towards advertisements shows differences in intergenerational terms and to which source among the five different information sources (where "advertisements" as a source of information is also present) consumers show the most scepticism. As a result of the study, it has been determined that out of the five different information sources, consumers show the most scepticism towards "advertisements". Boush et al. Vol.11 No.4, 2000 , p.311-322 (1994 54 have analysed the scepticism shown by teenagers towards advertisements in their study and have carried out a study in relation to how persuasive these teenagers find the tactics employed by advertisers. Obermiller and Spangenberg (1998) 55 have analysed the relationship between consumers' personality traits and scepticism towards advertisements in their study. However, in this study only personality traits such as being sceptical and having confidence have been taken into consideration and very few personality traits have been included in the scope of the study.
Aim and Method
When the literature is analysed, it can be seen that the concept of scepticism towards advertisements is generally considered in relation to subjects such as the context of advertisement messages or the demographic characteristics of a population. However, scepticism can originate from the personality traits of individuals. In the literature, it can be seen that studies which deal with the relationship between scepticism towards advertisements and individuals' personality traits are limited and that studies which do deal with this relationship take into consideration only a few of the individuals' characteristics as personality traits. However, no studies have been carried out which deal with scepticism towards advertisements in a detailed manner and within the context of currently accepted personality theories. This brings to the fore the problem of whether scepticism towards advertisements originates from personality traits or not. For this reason, this study has been aimed at determining the relationship between the scepticism felt towards advertisements by consumers and their personality traits, within the scope of the five-factor personality theory. Accordingly, the following hypothesis has been developed to be tested in the study: H1: Scepticism felt by consumers towards advertisements is related to the dimensions of (a) Conscientiousness (b) Agreeableness, (c) Extraversion, (d) Openness to Experience and (e) Emotional Stability.
Participants
The study has been carried out on 132 people, who have been selected through convenience sampling. In the study, the survey form has been prepared on an online survey site and attempts have been made to reach participants by sharing the survey link on various social media platforms. 57% of the participants are female and 81% consists of people between the ages of 18 and 29. 61% of the participants are university graduates and the income level of 63% is between 1.000 TL and 5.000 TL (Table 1) . 54 Bousch et al., Adolescent...ibid. 55 Obermiller -Spangenberg, Development...ibid. 
Data Collection Tool
In order to evaluate the level of scepticism displayed by participants towards advertisements, the SKEP scale, developed by Obermiller and Spanganberg (1998) , 56 has been used. The scale consists of a total of nine expressions arranged in the 5-point Likert scale (5: I totally agree; 1: I totally disagree) (example expressions: "Advertising's aim is to inform the consumer", "Advertising is a reliable source of information about the quality and performance of products", "In general, advertising presents a true picture of the product being advertised"). According to this, a high score achieved from the scale shows that the person approaches advertisements with scepticism and low scores show the exact opposite. The Cronbach's Alpha value calculated for the scale is 0,88.
In the study, in order to measure the personality traits of the participants, the scale developed by Donnellan et al. (2006) 57 has been used. The scale has been developed in accordance with the five-factor personality theory and measures the five basic personality traits (conscientiousness, agreeableness, extraversion, openness to experiences, emotional stability). There are a total of 20 expressions arranged in the 5-point Likert scale (5: I totally agree; 1: I totally disagree), with four expressions for each of the personality traits. According to this: a high score achieved in the "Conscientiousness" dimension expresses that the person does not give up easily in the face of hardships, pays attention to detail, acts in a planned manner and is ordered and disciplined (example expression: "I like order"); a high score achieved in the "Agreeableness" dimension expresses that the person cares for others, is helpful and gets along easily with others (example expression: "I sympathize with others' feelings"); a high score achieved in the "Extraversion" dimension expresses that the person is social, outgoing, assertive, dominant and interested in other people (example expression: "I talk to a lot of different people at parties"); a high score achieved in the "Openness to 56 Obermiller -Spangenberg, Development...ibid. Experience" dimension expresses that the person constantly produces new ideas, has different areas of interest, has high creativity and is not one-track minded (example expression: "I have a vivid imagination"); a high score achieved in the "Emotional Stability" dimension expresses that the person is optimistic, does not easily get angry and has low anxiety levels (example expression: "I am relaxed most of the time"). In the scale, the "Neuroticism" (emotional stability) dimension has been dealt with positively as emotional stability. The Cronbach's Alpha values calculated for the dimensions in the scale range between 0,86 and 0,91.
Statistical Analysis
In the study, with the purpose of determining personality traits in relation to consumers' levels of scepticism in approaching advertisements, correlation analysis has been carried out. In order to determine the personality traits which have an effect on consumers' levels of scepticism in approaching advertisements, multiple regression analysis has been used.
Findings
According to the result achieved from the scale used to measure consumers' scepticism towards advertisements in the study (Table 2) , consumers who have participated in the study approach advertisements with scepticism (O=3,92). When the personality traits of consumers are analysed, consumers who have participated in the study have defined themselves as individuals caring for others, helpful and getting along well with others ( Agreeableness =4,14) ; social, assertive, dominant and interested in other people (Extraversion=4,06); and constantly producing new ideas, having different areas of interest, having high creativity and not being one-track minded (Openness to Experience=4,04). Correlation analysis has been carried out to analyse the relationship between the consumers' levels of scepticism in approaching advertisements and personality traits. Since both of the variables are in the interval scale, correlation analysis has been preferred. The analysis is carried out in order to determine whether there is a direct relationship between the two variables. If there is a relationship, then the result of the analysis shows that the direction of this relationship is positive or negative. According to the results of the analysis (Table 2) , it can be seen that only the Extraversion and Openness to Experience dimensions among the five personality traits have a significant relationship with consumers' levels of scepticism towards advertisements (Hypothesis c and d Accepted). Both personality traits have a positive relationship with scepticism; however, the relationship is at a low level (r<0,40). According to this, as the characteristics of being social, assertive, dominant, interested in other people, constantly producing new ideas, having different interest areas, having high creativity and not being one-track minded increases in consumers, their levels of scepticism in approaching advertisements increases as well.
To be able to understand whether demographic characteristics have a role or not in the relationship between the levels of scepticism in consumers' approach to advertisements with personality, an analysis has been made of whether scepticism towards advertisements changes in accordance with the demographic characteristics of consumers. Since the sex variable has two categories, the difference between the categories has been analysed with the t test (in the t/F column in the table, the value for the Sex variable is the t value) and since the other variables have more than two categories, the differences between the categories has been analysed with the one way ANOVA analysis (in the t/F column in the table, all values for the variables with the exception of the Sex variable are the F value). According to the results of the analysis (Table 3) , it can be seen that the levels of scepticism in consumers' approach to advertisements do not differ to any significant degree according to any demographic characteristic. In view of this, it is possible to claim that whether scepticism towards advertisements is related to personality traits or not can be determined independently of the participants' demographic characteristics, such as sex, age, education and income level. In order to determine the effect of consumers' personality traits on their approach to advertisements with scepticism, the multiple regression analysis has been carried out. Since the dependent and independent variables are in the interval scale, regression analysis has been preferred. Since the independent variables are more than one, the multiple regression analysis has been used. The multiple regression analysis is used to determine the effect of two or more independent variables which have an impact, or are considered to have an impact, on the dependent variable. If any of the independent variables have a significant impact on the dependent variable, then the analysis shows that this impact is positive or negative and its coefficient. In the result of the analysis (Table 4 ), a significant model has been achieved (R2=0,13F=3,71p=0,00<0,01). The model's power of explaining the impact of personality traits on the levels of consumers' scepticism in approaching advertisements is 13%. According to this model, it can be seen that the Conscientiousness (Standard Beta=-0,20 p=0,02<0,05), Extraversion (Standard Beta=0,17p=0,04<0,05) and Openness to Experience (Standard Beta=0,18p=0,04<0,05) dimensions among the personality traits have a significant impact on the levels of consumers' scepticism in approaching advertisements. Among the traits in question, while the impact of Conscientiousness on the level of approaching advertisements with scepticism is negative, the impact of the other two dimensions is positive. In the correlation analysis, while the impact of Conscientiousness does not display a significant relationship with scepticism in approaching advertisements, its significant impact in the regression analysis shows that this personality traits gains importance when it is taken into consideration alongside the other personality traits. According to this, consumers having high mental curiosity, being social and having extrovert characteristics on the one hand, while not paying attention to detail and having the tendency to act without planning on the other, increases the level of scepticism in approaching advertisements. 
Conclusion
As the awareness of consumers increases day by day, so a more critical point of view towards the messages transmitted through advertisements is created. It can be seen that consumers who approach advertisements with scepticism sometimes do not believe the claims and justifications presented in advertisements. Consumers, in particular, who have information about the different persuasion tactics used are observed to change their reactions towards these messages. The acquisition of information related to persuasion that individuals obtain throughout their lives is made possible by their communication with other individuals, families, people in their work environments, etc. The development of consumers into individuals who very actively analyse the messages transmitted to them through advertisements, rather than receiving them passively, and who are beginning to approach advertisements with increasing scepticism has brought differences in the strategies used for advertisements as well.
As a result of certain studies, it has been determined that the scepticism in approaching advertisements differs in accordance with many factors, such as consumers' personality traits and demographic characteristics (like age, education). However, when the studies conducted in this area are analysed, studies which deal with the relationship between the scepticism of consumers in approaching advertisements and personality traits, do not take into consideration different personality traits in any depth. Therefore, in this study, the approach of consumers to advertisements with scepticism has been analysed within the framework of the five-factor personality theory and the relationship between scepticism in approaching advertisements and personality traits has been attempted to be determined.
According to the results of the study, it has been determined that the Openness to Experience, Extraversion and Conscientiousness dimensions among the five personality characteristics have an impact on the levels of scepticism in consumers' approach to advertisements. According to this, people who are intellectuals, independent minded, have a tendency to learn new things, embrace change or attempt these and have social characteristics such as extroversion and confidence approach advertisements with more scepticism. Within this framework, it can be seen that consumers who have mental curiosity and are open to experience, (seeking novelty, variety and change, for instance) have a tendency not to be content with the information presented to them through advertisements and consequently to question them; meanwhile, individuals who are sociable and extrovert ask their friends whether the information transmitted in advertisements is true or not and are able to verify it, since their contacts with family, friends and colleagues are extensive. In the study, the "Conscientiousness" dimension not having a significant relationship with scepticism towards advertisements as a result of the correlation analysis, but on the other hand, having a significant impact on scepticism towards advertisements as a result of the regression analysis, shows that this personality trait increases in importance when it is taken into consideration in combination with the other personality traits. In other words, Conscientiousness comes to the fore alongside the Openness to Experience and Extraversion characteristics. When all these types of approach are taken into consideration, it can be seen that individuals who have weak self discipline, do not pay attention to detail or do not act in a planned manner approach advertisements with more scepticism if their mental curiosity and sociability is high.
In accordance with the results of the study, companies or advertising agencies which produce advertisements for products and services which target consumers with high mental curiosity and sociability are advised to create messages taking into consideration the kinds of tactics that are effective in increasing the believability of advertisements. When they are designing messages which target people who are open to new experience and have a tendency to learn and try new things, advertisers should determine their strategies carefully, considering, in particular, how they can attract their interest more effectively. In this way, it will be possible for advertisements to serve their purpose so that the target groups act upon the messages they receive.
